Chapter 2:

Newtown in the Broader Context of City Branding

“The face of the world, is inextricably linked to the future of its cities,

we have no choice but to make them work.”  (Chittenden, 1993:4)

The concept of branding cities through arts and culture is not a new phenomenon.   Many cities over the years have embarked on the journey of using cultural regeneration to give them national or international status.  The successes or difficulties of these enterprises are explored in this chapter and linked to the development and branding of Newtown as a cultural precinct.  Case studies of other cities that have branded themselves around arts and culture are also explored and the current status of the City of Johannesburg is examined with regard to its plan of urban regeneration.
The bodies of knowledge presented open the discussion which includes general marketing and branding concepts and ways of filtering them into the specific discussion of city branding.  The management of the branding process is also investigated, using the guidelines of relationship marketing to secure the support of all stakeholders in the area.  
Branding and the City

The concept of branding is the idea that a particular product has more value than another because it is affiliated with the recognition of a name and some sort of promise of authenticity.  The word “brand” is derived from early German and means to burn or impress.  It later came to be associated with the branding iron used on cattle which created an impression – a symbol that signified ownership and later, quality.  “To ‘brand’ meant, in this figurative sense, to impress indelibly on one’s memory” (Blackett, 2003:7).

Branding, in its early days, was the same as the modern ‘trade-mark’.  Most times it carried the maker’s name and by signing his/her name on the label the maker guaranteed the purchaser of quality and authenticity (Kotler, 1967).  Branding may be defined as “the means by which a company creates a consumer experience that differentiates the company’s offerings from the competition, generating sales, and/or creates an emotional bond with customers” (Mathieson, 2005).

While corporate global brands have been around for several decades, maybe centuries, the notion of city branding is fairly new.  City managers drive for a distinctive label that can attract tourists, investors and members of the local and provincial public are becoming increasingly widespread (Kavaratzsis, 2004).  
The mechanism through which established brands have infiltrated markets initiates a lot of discussion in and around how marketing has evolved together with social and economic changes.  From promotional and sales oriented marketing to consumer driven marketing, we now see the benefits of relationship marketing.  Regis McKenna (Murray, 2006) says that “marketing is not a function; it’s a way to do business.  It’s a job not to fool customers into buying, but to integrate them into the product development process to give them exactly what they need, and to provide top-notch service throughout the relationship.”  So marketing is no longer about once-off sales but about creating sustainable consumer/audience networks.  

Effective branding has the potential to enhance the desirability of a product whereas poor branding could do the opposite.  The same could be said of the branding of cities.  Most of the big cities in the world have areas that have over the years become attractive to artists and cultural entrepreneurs.  There is evidence across the world that shows that there have been deliberate attempts by governments to develop cultural precincts to stimulate urban regeneration of deteriorating inner urban areas (Montgomery, 2003).  Many debates surround the idea of cultural quarters or precincts; some argue that that having one in every small city or town is “overkill” (Montgomery, 2003) as they are not needed everywhere.  Others argue that this is just another mechanism to increase property value and create newly gentrified areas.  However, with all the controversy surrounding cultural precincts, it is important to acknowledge both the successes and limitations of these city renewal endeavours.  On the positive side cultural quarters have created spaces for artists and cultural entrepreneurs to thrive in their respective vocations and have motivated growth in urban centres but on the reverse there have been increases in property prices and the effects of gentrification have alienated the arts and culture practitioners.  

In understanding flourishing urban places it is understood that three core elements can be identified.  These are firstly activity which constitutes economic, cultural and social.  The cultural quarters need to reflect a diversity of activities that speaks to the diversity of people that will engage with the place.  Secondly, it must have form which stipulates the relationship between buildings and spaces.  In other words this means that the buildings and spaces in the area must be conducive to activity that will be engaged in.  Finally, meaning which invokes a sense of place both historical and cultural.  This means that this place generates both a sense of meaning and identity for the consumer (Montgomery, 2003, Scott, 2004).  These are the components that make for successful cultural quarters.  “The most lively and interesting cultural quarters tend to be places of complex variety, with a large representation of small scale business activity which trades not only with ‘consumers’ but also with other businesses” (Montgomery, 2003: 297).  
A further contributing factor to effective city branding is relationships of cooperation among people who reside in the city and along its periphery, the businesses, organisations and societies in the city, local government and authorities (Spearritt, 2002).  The relationship value management framework speaks of creating value for all stakeholders and consumers through determining value, creating value, delivering value and assessing value.  All stakeholders need to feel that they play a part (or are valuable) in the process and therefore they buy into the brand (Christopher, Pyne, Ballantyne, 2002 and Parkerson and Saunders, 2005).  

The consumer/audience having a sense of emotional tie to a particular product/ brand is termed “brand loyalty” (Giddens, 2002) and is the highest achievement that a company/ organisation sets for its product.  Brand loyalty is gained when customers believe that the product offers the appropriate features, images or quality at the right price.  Customers initially stumble upon a product and after being satisfied with their consumer experience are inclined to make repeat purchases of the product until they accept their affiliated brand of product as the benchmark and refuse to deviate.   Thereby, creating consumer value.   Brands need to provide a sense of appeal to people and how these qualities are projected is the line that determines the success or failure of the brand.

Arguably, another factor that contributes to effective city branding is relationships or cooperation among people who reside in the city and along its periphery.  Businesses, organisations, societies, local government and authorities all need to be drawn into this relationship as participants in the branding processes. (Spearritt, 2002 and Spearritt, 1991).  The nurturing of relationships among stakeholders appears to be the defining feature of successful branding.
Marketing Relationships

Relationship marketing is an important element of marketing in current times.  It is not just about selling products, or in this case places, but about involving the consumer or stakeholder in the process so that s/he has claim to the change and development of the product or place.   This is important in the study of Newtown, as all stakeholders need to be incorporated into the process of branding Newtown so as to feel part of the process and a part of the brand.  The only way that buy-in from stakeholders can be achieved, however, is through the fostering of relationships among all stakeholders.  The Relationship Value Management Framework speaks of creating value for all stakeholders and consumers through determining value, creating value, delivering value and assessing value.  All stakeholders need to feel that they play a part (or are valuable) in the process and therefore they buy into the brand (Christopher, Payne, Ballantyne, 2002).
The mechanism through which established brands have infiltrated markets generates discussion in and around how marketing has evolved together with social and economic changes.  From promotional and sales oriented marketing to consumer driven marketing, it is said by many that the benefits of relationship marketing can now be seen.  Regis McKenna (Murray, 2006) says that “marketing is not a function; it’s a way to do business.  It’s a job not to fool customers into buying, but to integrate them into the product development process to give them exactly what they need, and to provide top-notch service throughout the relationship.”  So marketing is no longer about once-off sales but about creating sustainable consumer networks through the process of involving the consumer in developing a product.   This gives the consumer a sense of ownership over the product thereby identifying the product as their own.  An application of the principles of relationship marketing in Newtown would mean that all stakeholders see the value of Newtown and in turn the value that they add to it and therefore will be supportive of the brand.  An emotional tie to the brand is developed.   

Culture and the Symbolic Economy 

In relation to the creation of customer value in the city through culture, Zukin (1995) speaks of local authorities and government achieving this in three ways.  The first factor is that the authorities should seek to subsidise culture as this proves to be more economically viable.  Subsidising culture means that symbols associated with a city could be used to attract visitors and thereby promote the urban economy whereas with the subsidisation of business there was no singular guarantee of success as people do not rush to the city to visit a new plastic store regularly and a lot more investment had to be made before any profit would be noted.  Secondly, government’s support of culture shows that it supports the improvement of the quality of life for all people by using the symbols of different cultures, thereby recognising the cultural diversity of the city.  Zukin (1995) says that government’s support of culture is seen as a way of enhancing the reputation of a particular place.   

While it appears in the case of Newtown that culture is being used as the economic driver to resuscitate the area and stimulate the CDB by attracting major business, literature does exist (Wayne, 1992 & Scott, 2000) that shows that culture could also be perceived as a potent means of controlling cities.  Only people who could afford to access cultural activities would go to the area.  Therefore, economics determined access.  According to proponents of this view, while on the surface it appears as though culture is the levelling ground where all is equal, it actually is not.  Zukin (1995) speaks of the symbolic economy which is characterised in three ways: it is urban, it is based on the production of symbols as basic commodities and it is based on the production of places as sites and symbols of cities and of culture.  In other words, culture redefines places and creates a system of social filtering – “it symbolises who belongs in specific places” (Zukin 1995:1).  It is in this redefinition and symbolisation of culture and place that a somewhat private “social” place is created and that “by accepting these places without questioning their representations of urban life, we risk succumbing to a visually seductive, privatised public culture” (Zukin, 1995, Wayne, 1992). 

The idea of creating a privatised public place that is aesthetically appealing is indicative of Newtown as a place.  Symbols of heritage and culture have been used to define Newtown as a place that speaks to its history.  Through this historical recreation social filtering has emerged and the economy of Newtown is directly aligned to the pockets of the middle and upper-middle classes. On average a performing arts show is about R100,00.  Not everybody can afford this, proving the point that culture has been privatised. 

It is through this symbolic economy that culture has the ability to frame a place - that controlling the various cultures of cities implies being able to control the possibility of urban problems (such as crime and violence).  For in this redefining of cities and their cultures there is created a process of social exclusion whereby the socially acceptable and the socially excluded are measured.  “The look and feel of cities reflect decisions about what – and who – should be visible and what should not, on concepts of order and disorder, and on uses of aesthetic power” (Zukin, 1995: 7).  In terms of the look and feel of cities, branding is only one part of the “urban imaginary”
 (Zukin, 1995, Wayne, 1992), it also consists of the ordinary people who bring life to the place and fill it with the excitement and realism of world cities.        

Culture is no longer a by-product of wealth but has become the product of the symbolic economy.  Culture is increasingly becoming the business of cities, the premise for their tourist attractions and giving cities their individuality and competitive edge.  The increase in cultural consumption together with the associated industries that fuel its growth (food, tourism, fashion) sustains the symbolic economy and its potential to produce both symbols and place (Wayne, 1992 & Scott, 2000). 

Perhaps it is not culture that is being controlled by the local authorities in Newtown, but culture that is changing the social structure of an historic place, through the creation of a symbolic economy.  There are still theoretical debates around whose culture it is that defines cities and this in itself provides grounds for gross contestation among the people of the city and the cultures of cities as to who owns it (Scott, 2000).  
The Bureaucracy of Arts and Culture Branded Cities 
Culture is a product of flux and change; in no manner does it remain static but it evolves with the times and adapts to social, economic and political interests.  “Cities are cultural entities.  The texture of social and economic life in them is clearly defined by their cultural energy or lack of it, and cities all over the world…have demonstrated that, by changing the way their cultural life is perceived, you change everything about them.  The problem is that culture is not something that could be neatly delivered from above….because it is complex and living” (Jones, 2001: 3).
Graeme Evans (2005) speaks of city branding from the perspective of local authorities imposing their perceptions of culture on a city, contradicting the notion that   “strategists argue that culture needs to come from the grassroots, rather than being centrally controlled by sterile and bureaucratic bodies” (Mirza, 2003:17).  An example would be that of Venice and Florence which are prevented from any modern development and therefore the creation of an alternate identity in the name of city branding.  The conservation of their culture through their existing architecture is the focal point of the brand.  This city brand is perceived by commuters and city residents as an over-used “cliché” and a definite “misrepresentation by officials” (Evans, 2005: 44).   Florence and Venice have thus been subjected to a “tourist-attracting” identity that allows the locals little room to pledge their allegiance to the cities and show off their “real” culture, which is independent of the surrounding architecture.
Mommaas (cited in Hauben, Vermeulen, and Patteeyw, 2004) speaks of three conflicts that arise out of city branding.  Firstly, he speaks of the ploy to gear the brand of the city toward the income generating market, as opposed to drumming to the beat of local culture and practices.  Secondly, there is the tendency to zoom in on certain cultural practices and meanings and then link these to certain extravagant places or things.  Thirdly, he speaks of the “brand” preventing renewal and stunting cultural growth and development rather than propagating it.  As mentioned earlier, the economy of Newtown has been steered toward a particular group and Newtown has categorically been aligned to certain elements of culture and practices.  However, it is too early in the branding of Newtown to measure whether or not the growth is stunted. 
It seems idealistic to say that the branded city will remain the city of the brand that it propagates.  While initially drawing in business and boosting the economy of the area, the brand may remain but perhaps the economy would not.  Since culture is constantly changing, a fixed brand would fall short of the culture it is supposedly reflecting.  Also, people could become bored with the brand; profits may decrease and business could move out (Landry, 2000).  Perhaps the exploration of a brand that could move with the times may prove to be more successful in maintaining an identity that is cultural.  Landry and Bianchini (1995:182) say that “what is important for creative cities is creative problem solving in the areas of economics, culture, organisation and finance, as well as the fluidity to change the existing system whenever such chain reactions occur.”

Both Berlin and Barcelona have shown changes in the social structure of their cities – whereby the newly branded cities have shown the effects of gentrification as the majority of city residents have headed for the suburbs (Bianchini and Parkinson, 1993 and Sasaki, 2004).  The vacant property has thus resulted in the occupancy of emigrants from North Africa, Latin America, Pakistan and Spain. Therefore the profile of the city as well as the brand identity is changed by the changing structure of the city.  So an “over-reliance on a single brand can also risk image decay as the brand dilutes” (Evans, 2001: 17). While this is an interesting insight to explore in relation to the layers of branding that surround Newtown, it may be the case that it is not only the brand of the City of Johannesburg that drives Newtown but that the sub-brands such as The Market Theatre play a role in the sustainability of this brand.

British cities such as Glasgow, Manchester and Birmingham, however, have reviewed their policy of branding the cities through cultural regeneration on the grounds that:

· Cultural regeneration could prove to be very costly if it were based on capital projects;
· Cultural regeneration endeavours take extended periods of time and the construction industry stood to benefit more than the arts; 

· Cultural regeneration did not prove to be self-sustainable and relied on public revenue for support upon completion;
· Cultural regeneration did not bond with the locals and their needs; and
· Cultural regeneration did not work in small towns as it was far beyond their reach (Landry, Green, Matarasso, 1996).
As these limitations of cultural regeneration came to the fore-front of debates there was a move to motivate for cultural activity.  The promotion of cultural activity waives the prime interests of capital investment, because the cultural programmes are cost effective, can be formulated quickly while taking the needs of the community into consideration, afford a degree of flexibility and can change on demand and they can offer higher deliverables with reduced risk.

The model of regeneration via community arts programmes is a bottom-up regeneration strategy.  It involves the implementation of community arts programmes and uses these to create partnerships among traditionally under-represented groups or minority groups.  The benefits of cultural programmes are that they enhance social cohesion by bringing people together during festivals, community plays and other cultural events.  Mixed audiences are found within the same parameters, enjoying the same activities.  They improve the image of the locality and accentuate the city for its cultural character.  Such programmes have proved to reduce offending behaviour as youth art programmes have a rehabilitative component as well as offer youth an alternative to street behaviour by filling their hours with constructive arts and culture activities.  It increases the interest in the local environment as discussion forums are created between planners and residents thereby maintaining the artistic flair of the locale while development occurs.
Cultural programmes could also be used as a platform to develop self-confidence as the arts and culture platform allows for self-expression and individual opinion to be voiced.  They promote the building and renewal of public and private sector partnerships, thereby propagating development and social upliftment.  Another positive aspect of cultural programmes is that identities are both explored and affirmed through the arts as person and place are contextualised and a sense of belonging is felt.  It also allows for a regeneration of skills through the arts and for the arts.  Since the arts have been known to support independence, people with mental and physical disabilities have found the arts a source of self-supporting income.  Finally the artists’ ability to think “out of the box” is a keen way to offer solutions to urban developers that may prove valuable. A future-oriented perspective (Landry, Green, Matarasso, 1996)

However, the model of regeneration via participatory community arts programmes does have limitations (Binns, 2005).  So while cultural programmes contribute to areas of social development such as forging a sense of community and building social capital, they do not engage with the hard-core aspects of social regeneration such as lack of shops, educational institutions, cultural and recreational facilities, and they do nothing to offset physical dereliction (Selwood, 2002).  There also appear to be problems around evaluating their social significance as there is often little or no empirical data to justify the “socially regenerative impact” (Selwood, 2002:46) of these programmes. 

Binns (2005) propagates a shift from economic to holistic regeneration which includes cultural and social regeneration.  Mooney (2004) in his article critiquing Glasgow as the European City of Culture (ECOC) 1990 asked the vital question, “Whose culture?”  In other words, being identified as a city of culture must be a reflection of someone’s culture, but the question remains – whose?  Selwood (2002) said that the answer to Mooney’s question lies in participation.  “Sustainable culture-led regeneration requires consultation with and input from citizens” (Binns, 2005:6).  

However, there needs to be genuine participation if there is to be citizen buy-in – not a created illusion of participation.  Sherry Arnstein’s (2006) Ladder of Citizen Participation speaks of eight rungs of participation.  The first two are manipulation and therapy.  These two rungs, being the lowest on the ladder, describe levels of non-participation that are manufactured as a substitute for genuine participation.  People are involved in planning and conducting programmes, but the real power and decision making still lies with the stakeholders.  An illusion of participation is created.

Rungs three, four and five are entitled Informing, Consultation and Placation and denote progress to levels of tokenism.  Here, people have the opportunity to hear and be heard, but still do not hold the power to ensure that their views will be upheld by the powerful. 

The uppermost rungs – six, seven and eight – are Partnership, Delegated Power and Citizen Control.  These indicate levels of citizen power whereby people are allowed to negotiate with power-holders, and disadvantaged citizens obtain a majority of decision-making seats or even full managerial power (Arnstein, 2006).  It is levels 6-8 that Binns (2005) refers to when he speaks of participation.  Holistic regeneration is the only effective tool to successful regeneration.  In terms of the economic imperative an example would be that the British government has spent over ₤2 billion in Liverpool between 2004 and 2008 – ECOC 2008  –only to receive returns in tourism income of ₤50 million for the same period (Bianchini, 1999).  This is another example that justifies the need for holistic regeneration – cultural, social and economic.  

One of the initial steps in achieving holistic regeneration is the need for enhanced dialogue and investigation into the relationship between cultural policy, and social, cultural and environmental improvement (Bianchini, 1999).  There also has to be more evidence based research as a convincing foundation for social argument.  In addition to these, accessibility is central to participation – there needs to be a ‘give and take’ process.  In other words, amenities, including cheap and safe public transport that services marginal areas, should be wide spread.  Finally, Bianchini, (1999) says that town planners need to be educated in art history and philosophy, which will enhance their appreciation of a city planned around “cultural production” and encourage them to inculcate a cultural planning perspective (Garcia, 2004) into their work.        

In his concluding argument, Binns (2005) presents that if the above processes are implemented then the rationale for investing in cultural policy for economic gain will be eliminated as it will be intertwined into the recognition of its inherent value.  

The idea of place marketing also enforces the need for community participation.  The identity of a place is what differentiates it from another.  Each place has its own personality and this is difficult to pin down because of its constant state of flux and change.  As Murray (2006) argues, “people attach a multi-layered set of identities to places that are significant to them”.  

Murray (2006) further proposes that place marketing needs to adopt a cultural planning approach which essentially entails understanding the central components that shape and drive a place.  A mutually beneficial relationship needs to be established between people and ‘the place’ because it is the cultures of people that “shape places, develop industries and transform environments” (Murray, 2006: 13).  Involving people at the core of the planning and development generates a degree of ownership and allows people to incorporate their own living culture into their place.  Giving people a stake will have unexpected spin-offs in terms of the marketing of the place.  The area has a special reality to the community and therefore it is imperative to use “local ambassadors” (Landry, 2000).  The idea behind this is that if local people feel a sense of pride in the area, then they will be the most effective source of positive word of mouth marketing for the place.  

This promotional strategy must begin as simply as involving the locals in marketing campaigns for the place – generating slogans and the content for promotional messages.  Through this technique their voices are heard in the marketing, thereby enhancing their buy-in and commitment.  If they communicate a positive image of the place, it will enhance the place marketing as they offer experiences, stories and emotion.

Murray (2006) discusses six steps in implementing effective place marketing. Firstly he speaks of ‘Integration’.  This involves a collaborative effort among all stakeholders, both public and private, to ensure the successful marketing of the place place.  This should involve the efforts of architects, health professionals, engineers, artists, sociologists, town planners etc.  Place marketing should be a holistic endeavour, not something that is in addition to another.
Murray’s (2006) second step is ‘Participate to Innovate’.  This entails working with local people, not just by consulting them, but truly involving them in the process.  This process in turn secures buy-in from them as they acquire a sense of ownership about the place and become ambassadors for it.  “It is about creating a living, breathing promotional campaign which places local people at its heart” (Murray, 2006:17).   
The third step to place marketing is ‘Place Development’ which promotes an enhanced sustainability of the place by feeding in surrounding communities and adding their diversity, vibrancy and complexity to the place, allowing them to express themselves thereby promoting the place in a different way.  Thus place marketing evolves to become place development.
Step four is the ‘Right tools for the Right Job.’  This means that the marketing of a place is very different from marketing a product and requires different strategy.  While some of the old tools work in place marketing, different and more advanced ones are also needed, such as getting the services of artists, writers and other creative minds on board to take the marketing of the place to a higher level.
‘Breaking the Mould’ – retaining the professionals is the fifth step that Murray (2006) speaks of.  Here he emphasises that professional marketers are key to place marketing but they also need to show an array of experience in cultural industries, community development or research.  While marketing is an important factor all the other equally important components are taken into consideration.  There would still be professionalism, ethical practice and appropriate levels of qualifications. 
The final step is ‘Shifting the Mind-set’ – a new definition of place.  Peoples’ perceptions and actions define a place and turn it into a place.  Since people are constantly changing, the place needs to be constantly changing.  The place is also defined by the local people, the businesses and the landscape; therefore it is important to adapt the marketing of the place to the changing identity of the place, which is determined by the people who are a part of it.  There needs to be diversity in the message of the place; today it may be a hub for teenage street parties and next week it may be a popular for European side walk cafes.  Place is constantly in a state of flux and cannot be pinned down to a single factor.          

So while the people who reside in the place, who have businesses there and who have a direct affiliation with the place are involved in the marketing process, there would be more openness and transparency which would ensure a sense of inclusion for all stakeholders.  How has urban and cultural regeneration progressed in the City of Johannesburg? 
Urban and Cultural Regeneration of Johannesburg

With the flight of capital out of the Johannesburg CBD in the 1990s the City of Johannesburg invested huge resources into the rejuvenation of the CBD.  The aim of inner city regeneration in Johannesburg “is to raise and sustain private investment in the inner city, leading to a rise in property values” (Cowan, 2002-3:136) and is based on five pillars:

1. Stringent urban management which includes the strict enforcement of laws, the management of public transportation and informal trading
2. Upgrading and maintenance of infrastructure in the inner city

3. Provision of support to the different economic sectors such as manufacturing and service sectors

4. Discouragement of slummed, abandoned and overcrowded buildings which (are believed to) attract organised crime

5. Encouragement of ripple-effect investment (Cowan, 2002)

But by as late as 1994 there appeared to be no comprehensive plan as to how this process of urban regeneration would proceed.  Being originally developed as an apartheid city, the spatial planning was exclusionary as opposed to all embracing.  Critics have argued that for the urban regeneration to be successful there has to be a shift from the spatial and economic imperative for renewal and there has to be a focus on addressing the social dysfunction (Fraser, 2004, Cox, 2001). 

The Johannesburg Housing Company (JHC) was founded in the 1990’s to operate in an area wrought by criminal activity, urban decay and filth.  The face of the city was changing rapidly in terms of both income and race.  By 1990 Capital had left and poverty had moved in.  But with continued development there has been over R220 million invested in housing for the inner city alone; not just for high income earners, but also low and moderate income households. (Fraser, 2004).  

The JHC used what they termed the domino effect whereby the buildings which could easily be identified in the city were clean, well maintained, had effective security that controlled entry into and exit out of their properties.  The upgrade and cleaning up of a few buildings ensured that surrounding residents and owners cleaned up their own buildings, thereby improving their appearance and functioning.  

In terms of developments in Newtown, one of the JHC’s biggest projects of the area is the 650 unit apartment blocks at the Brickfields.  This was the one of the major projects aimed at mixed income housing and provides all the benefits of safe, convenient and well maintained housing and access to the city.  While housing is one part of urban regeneration, community development is another.  Besides ensuring that there are safe places for children to play, the local government appointed a community development officer whose job it was to ensure that there are social activities in the neighbourhood, and that assistance in any matter such as financial planning, skills development or HIV/AIDS testing, to name a few, be available to residence.  

In spite of these efforts however, the city is still undergoing rapid change and none of this is solely responsible for the attraction of business and capital back into the city.  While some of the JHC’s strategies have been effective, there lies a huge contradiction on the development of housing.  This increase in building management and enhanced security threatens the poor who are unable to afford city living.  Forced evictions with no alternative accommodation have left many homeless.  The argument is made that organised crime operates from the bulk of these buildings, but there are also the poor who are unable to function like the ordinary low income earners, as they barely earn enough to eat (Bremner, 2002).  The policy of the inner city development does not include subsidised water, electricity and rates, which means that people who live in the city need to be earning, at the very least R 3,500.00 per month, in order to pay for the use of facilities.  It is an unfortunate reality, but about 80% of all South Africans earn less than that.  There is also strict legislation regarding hawking and street vending which again deprives the poor of the meagre income generated from these sales (Fraser, 2004).  

No other area in the city as part of the regeneration strategy has seen more development, infrastructure and planning as Newtown has.  Apart from the development of Newtown, there is the establishment of a City Improvement District (CID).  This is essential in a geographic area where tenants and owners of property agree to pay toward services that are in addition to the usual ones provided by the council.  Ordinarily, like in Newtown, these include enhanced security, cleaning, maintenance, marketing and accessibility and parking (Cox, 2001). 

Newtown however, is a strange example of a management district.  It has tenants and property owners, like other improvement districts, but the complication is the artists and arts organisations that reside there.  All are tenants but with the arts sector being Non Government Organisations and Non Profit Organisations, they do not pay the additional levies but share the benefits with levy payers.  On the flip-side of this, Newtown is called a cultural precinct.  So the artists need to be there in order for the precinct to maintain the image that the development and regeneration is propagating (Cox, 2008).  Various questions arise regarding the level of participation in decision making and the management of the Precinct for all stakeholders.  Do levy payers get more say or are all equal?

In terms of the regeneration strategy the City of Johannesburg has also identified six Mayoral Priorities.  These include service delivery, which entails the prompt delivery of health services, ensuring that diseases like Tuberculosis which still pose a huge threat to the poor are reduced substantially, and that HIV/AIDS is treated with more effort and commitment through promoting voluntary testing and counselling.  

The second priority is the establishment of CID’s as discussed above with reference to Newtown.  These are seen as “localised solutions to upgrading and managing areas through equitable and sustainable funding streams” (Annual Report: 2002-3:138). 

The third priority was the Area Based Renewal Initiatives.  The JDA assumed a role in managing several projects that were intended to upgrade and mobilise investment in specific areas in the city.  These projects included Constitutional Hill, Newtown Cultural Precinct, Faraday Station Precinct, Drill Hall and a few others.    

The fourth priority is inner city task force initiatives.  The task force was established to work in partnership with the South African Police Services (SAPS) and South African National Defence Force (SANDF) to address the issue of the many infringements of by-laws in the city.  Some of the issues to which this force attends are property vandalism, robberies, breaking of water pipes, theft of cables, and illegal alcohol sales, to mention a few.

The fifth priority is the block by block survey.  This survey included an in-depth inspection of about 215 blocks and about 1001 buildings in the city.  The findings revealed many town planning infringements and solutions to these problems were put in place.   

The final priority was the renaming of streets in the Newtown Cultural Precinct.  This renaming was to commemorate artists who have contributed to the proliferation and enhancement of arts and culture in South Africa – artists such as Miriam Makeba, Gwigwi Mrwebi, Gerard Sekoto and Margret Mcingana, among others.

This is essentially how the strategy of urban development has been underway thus far.  While the five pillars to inner city urban regeneration in Johannesburg drives the motor of renewal and restructuring, this process is supposedly sustained by its vision:

“The Golden Heartbeat of Africa. A dynamic city that works.  Liveable, safe, well-managed and welcoming.  People centred, accessible and celebrating cultural diversity.  A vibrant 24 hour city.  A city for residents, workers, tourists, entrepreneurs and learners.  Focused on the twenty first century, respecting its heritage and capitalising on its position in South Africa, Africa and the whole world, a truly global city.  The trading hub of Africa thriving through participation, partnerships and the spirit of Ubuntu” (Lipietz, 2000).  

Despite, these colourful strategies and visions, Neil Fraser (Aug 27, 2004) says that apart from Newtown, few major attempts at urban regeneration could be sighted (until the 2010 bid was announced).  So if the beginning of urban renewal is Newtown, then it could be said that Newtown is the driving force of inner city revitalisation through the vehicle of arts and culture.  If this is the case, the question arises, does the brand of The City of Johannesburg drive Newtown, or vice versa?  Is the arts and culture bandwagon driving the cultural brandwagon?  These are questions to be answered in the following chapters.




















































� Urban imagery are all the component that define urban space and give it meaning
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